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Agostini, J.-M. How to Estimate Unduplicated Audiences No. 3, pp. 11-14 


Monsieur Agostini has developed a formula which may render unnecessary the laborious tabulation of the unduplicated 
audiences of combinations of three or more media vehicles. It has been successfully applied to both French and U.S. maga- 
zine data. 


| Appel, Valentine and Milton L. Blum Ad Recognition and Respondent Set No. 4, pp. 13-21 


Often an ad is evaluated in terms of the proportion of people who claim to have seen it before. The authors find that this 
claim depends not only on the person’s exposure to the ad, but also on the number of magazines he reads and his interest in 
the product advertised. 


Banks, Seymour Some Correlates of Coffee and Cleanser Brand Shares | No. 4, pp. 22-28 


From an analysis of purchases, prices, preferences and promotion of two everyday products, Dr. Banks is able to find some 
factors likely to be important in explaining a brand’s share of the market. 


| Becknell, James C., Jr. The Influence of Newspaper Tune-In Advertising on the 


Size of a TV Show’s Audience No. 3, pp. 23-26 


Twenty-one cities were randomly assigned to groups receiving normal, double and no tune-in advertising for a special TV 
program. Coincidental viewing measures indicated that the ads had no effect on audience size, but may have served to de- 
crease audience variability. 


Cahalan, Don Measuring Newspaper Readership by Telephone: Two Comparisons 
with Face-To-Face Interviews No. 2, pp. 1-6 


Do telephone and face-to-face interviews obtain roughly the same answers? The author found they did when a particular 
newspaper readership question was asked of new-car owners in and around New York. 


Copland, Brian D. Exposure and Communication Measures of Outdoor 
Advertising in Britain ‘ No. 1, pp. 13-17 


Two British studies of outdoor advertising have adopted different criteria of effectiveness. The author discusses the pros and 
cons of each criterion and its application to advertising in other media. 


Dalenius, Tore Treatment of the Non-Response Problem No. 5, pp. 1-7 


“Survey estimates will never be unbiased—too many in the sample can’t be reached.” Dr. Dalenius deplores such defeatism 
and suggests three ways of handling non-response. 


Done, Arthur A. Differences Between Advertised and Medical Uses of Drugs No. 1, pp. 18-21 


What a doctor expects from a drug is not always the same as its advertised properties. So finds this study of ten leading drugs 
as used by a nationwide panel of 1,000 physicians. 


| Ehrenberg, A.S.C. How Reliable Is Aided Recall of TV Viewing? No. 4, pp. 29-31 


This British analysis finds claims of viewing television virtually identical for recall periods of from one to seven days. 


Fisk, George A Survey of Case History Advertising No. 5, pp. 16-21 


The case history is being used as copy by more and more advertisers. Professor Fisk reports who they are, why they use it, 
how much it costs them and what their problems are. 


| Frankel, Lester R. How Incentives and Subsamples Affect the Precision of Mail Surveys No. 1, pp. 1-5 


This comparison of two mail surveys has found that a first mailing incentive increased not only the response to that mailing, 
but also the precision of estimates obtained from three mailings combined. The author goes on to derive a rule for selecting 
the most efficient proportion of non-respondents to subsample in repeated mailings. 


Henderson, Peter L., James F. Hind and Sidney E. Brown Sales Effects of Two 
Campaign Themes No. 6, pp. 2-11 


Advertising is only one of many factors influencing purchase. Here is an experiment which took the most significant fac- 
tors into account and permitted a sales comparison of the themes employed. 


57 


: 
7 | 
. 
te 
me 
: 


Hill, Conrad R. Another Look at Two Instant Coffee Studies No. 2, pp. 18-2 


Professor Hill suggests that direct and indirect questions both have limitations in consumer research because answers 
both are likely to be rationalizations. 


Jessen, R. J. A Switch-Over Experimental Design to Measure Advertising Effect No. 3, pp. 15-2. 


The influence of advertising may endure long after its placement. Dr. Jessen describes an experiment which takes account ©‘ 
such delayed effects while measuring sales response to current advertising outlay. 


Keswick, Gordon M. and Lawrence G. Corey A Sensitive Measure of Ad Exposure No. 6, pp. 12-16 


The authors have developed a simple apparatus for measuring ad recognition, and find it discriminates among advertise 
ments to which the reader was exposed much, little or not at all. 


Koponen, Arthur Personality Characteristics of Purchasers No. 1, pp. 6-12 


The needs 8,963 persons expressed in a personality test have been related not only to their respective ages, incomes and loc:- 
tions, but also to their purchases of certain products and brands. Dr. Koponen’s analysis of these relationships suggests that 
they can, if given proper weight, help guide advertising strategy. 


Kover, Arthur J. and Seymour Lieberman Selecting Commercial Spokesmen No. 5, pp. 22-25 


How do viewers rate a TV spokesman they like? In this study, as believabie, sincere and down-to-earth—but definitely not 
cold and dull. 


Marder, Eric and Mort David Recognition of Ad Elements: Recall or Projection? No. 6, pp. 23-25 


In this eight-city study of the parts of an advertisement, the authors find most claimed readership to be a product of the 
respondent's imagination. 


Meissner, Frank Sales and Advertising of Lettuce No. 3, pp. 1-10 


For several years California growers promoted nationally a new brand of lettuce, using as many as eight media, Ratings of 
two of these media, along with local retail price and temperature, were. closely correlated with per capita sales in 22 cities. 


Neu, D. Morgan Measuring Advertisement Recognition No. 6, pp. 17-22 


The recognition method of measuring ad readership has recently met with heavy criticism. The author draws on his extensive 
experience with the technique to rebut its critics. 


Stevens, Bill and Joel Axelrod Three Ways to Improve Ad Pre-Tests No. 6, pp. 33-36 


Drs. Stevens and Axelrod advocate three simple principles which, they say, would remove much of the present confusion 
about the purposes and methods of copy testing. 


Stock, J. Stevens A Comparison of Eight Audience Estimates No. 5, pp. 9-15 


Magazine audiences are usually estimated from a sample's answers to questions. The writer finds few differences among esti- 
mates obtained by eight different questions. 


Stoetzel, Jean A Factor Analysis of the Liquor Preferences of French Consumers No. 2, pp. 7-11 


If complex behavior is caused by a few simple motives, they can be found in the patterns of that behavior. Professor Stoetzel 
illustrates this premise with a factor analysis which tentatively explains consumer preference for nine liquors in terms of 
their sweetness, price and regional popularity. 


Vickers, Ronald A Pre-Test of Four Australian Paint Ads No. 6, pp. 26-32 


In this detailed case history Mr. Vickers explains how his agency considered both qualitative and quantitative factors in 
selecting an advertising theme. 


Weilbacher, W. M. The Qualitative Values of Advertising Media No. 2, pp. 12-17 


A medium’s — value has been used to mean its audience composition, its editorial personality, or its contribution to 


advertising effectiveness. The author evaluates these definitions in terms of available research techniques, meaningful com- 
parisons within and between media, and media selection. 


Wells, William D. The Influence of Yeasaying Response Style No. 4, pp. 1-12 


Some people tend to say yes more easily than others, whatever question they are asked, Dr. Wells describes a test which icen- 
tifies these yeasayers, and reports how they differ from naysayers in various other kinds of behavior. 
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LETTERS 


Haskins, Jack B. Comment or [Frankel’s] “How 
Incentives and Subsamples Affect the Precision 
of Mail Surveys” 


Frankel, Lester R. Rejoinder 


Maloney, John C. Comment on Meissner’s 
“Sales and Advertising of Lettuce” 


Meissner, Frank Rejoinder 
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